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Bad image, like shadow, is hard to shake
The Associated Press
Ann B. Hopkins dressed in an unfeminine  anner, according to her
crit cs at the accounting firm of Price Waterhouse. But a court ordered
the firm to awar  Hopkins a partnership.
I m not 6-foot-4 and I'm not 580 pounds. I do not wear
tennis shoes and Bermudas to business meetings I wear
conventional business suits. There is nothing outrageous
about my appearance, so I don't think the way I dress should
have had anything to do with (being promoted). 
Ann B. Hopkins
Women have to pay




I Image consultant Susan Bixler
i tells of a woman who was
j competing with several male
I colleagues for a top job in a
prestigious Midwestern corpora¬
tion. The woman, as qualified as '-
j her competitors, thought her
: chances were good.
But every month she not only
changed her hairstyle, she
changed the color of her hair, 
Bixler said.  She was first per-
; ceived as insecure, then as a
! flake. 
' She didn t get the promotion.
Alas. What s good for Madonna
is not necessarily good for the rest
ofher sex.
lthough the case of the colored
coif is an extreme, it illustrates a
! point that Bixler and numerous
professional women think is true:
Image   how a person dresses,
walks, talks, eats and drin s  
influences a person s success in
the workplace.
If that person is a  oman,
image plays an even greater part
than if that person is a man. And
if the profession is one of the
somber and serious ones, such as
law, banking or accounting, image
can play a leading role. Indeed,
images suitable for an athlete,
entertainer or journalist could be
professional hemlock for a
banker.
The recent Supreme Court
ruling in the case of Ann B.
Hopkins against Price Water-
house, one df the nation’s largest
accounting firms, brought sex bias
and the whole indeterminate issue
of image to the forefront again.
Not since the days of John T.
Molloy’s Dress for Success books
and women’s  power suits  have
a woman s executive suite wardro¬
be, makeup and briefcase been
discussed as vigorously.
Women in legal, accounting and
architectural firms interviewed
for this story said they had
followed the case closely and the
issues were central in their own
professional lives.
Many strongly shared the belief
that when it comes to making
im ressions,  omen tend to be
judged more critically than men.
The range of acceptable
behavior is a little narrower for
women,  said a female partner in
a law firm.  It is much more
important for women not to make
mistakes. It is just understood that
they have to conduct themselves
and their business lives with
greater care. 
In the case, U.S. District Judge
Gerhard Gesell ordered Price
Waterhouse to give a partnership
to Hopkins, who said she was
denied the partnership in 1983
because of negative sexual stereo¬
types. (Hopkins brought in more
business than any of the 87 male
candidates for partnerships.)
What made the case precedent¬
setting was the order to a ard a
partnership in a professional firm
as a remedy for discrimination
based on sex or race.
Partners at Price Waterhouse
had referred to Hopkins as
overbearing, macho and abrasive.
She carried a briefcase instead of a
purse.
It is a matter of public record, 
Hopkins said in an interview from
her office in Washington, where
she is a management consultant at
the World Bank, “that I was
advised to walk more femininely,
talk more femininely, dress more
femininely, style my hair,  ear
makeup and wear je elry. 
Hopkins admits to not wearing
akeup   she has an allergy  
although she does wear jewelry: a
college ring, a circle pin with
sapphires and diamonds that was
a gift from her grandmother, a
gold necklace that her mother
gave her.
Hopkins, 46, calls herself “a
very conventional, very appropri¬
ately attired woman. I’m not
-foot-4 and I’m not 580 pounds.
I do not wear tennis shoes and
Bermudas to business meetings. I
ear conventional business suits.
I am a conventional height,
5-foot-7.
There is nothing outrageous
about my appearance, so I don’t
think the way I dress should have
had anything to do with the
matter. 
But there also had been some
com laints that she acted like one
of the boys. She cursed, drank
beer at lunch and could have use 
a course  at a charm school. 
Bixler, a corporate image con¬
sultant with offices in Atlanta and
Seattle and the author of The
Professional Image, says such
visual communication,  includ¬
ing de eanor and clothing, makes
an enormous difference in the
business world.
“Psychological studies show
that we make 80 percent of our
decisions based on visual infor¬
mation   dress, etiquette, body
language and protocol. They’re
more important than what we
say,  Bixler says. “Of course Mrs.
Hopkins’ image was important. 
Susan Getzendanner, a partner
in the Chicago law firm of
S adden Arps Slate Meagher &
Flom and a former U.S. District
Court judge, was the first woman
partner at Meyer Brown & Platt in
1974.
“Image was more important
(hen," she says. “You didn’t want
to be too sexy or too loud. And
you didn't want to be too bland,
either. You didn’t want to do
anything to attract a negative
vote. You wanted to be main¬
stream. You didn’t have to work
twice as hard as a man, but, yes,
ou had to work a little harder. 
Things have changed somewhat
in the legal profession, she says.
There are all types of women,
from frilly to severe. But the
bottom line is the same, whether
it’s law or accounting. You have
to be able to handle the client.
You have to know yoUr business
and be good for your business. 
Attorney Jeanne Bo er, the only
female partner specializing in tax
and international law at McDer¬
mott Will & Emery, says:  People
will choose other people for
service whom they respect an  get
along with. Clients have certain
expectations that you look and be
capable, successful, authoritative.
Clothes enter in because they Can
help  ou look both successful and
authoritative.
“A man must be well-kept, his
shirts should look good, he should
look good. But for women, there’s
a premium placed on being stylish
more conservative than flashy,
but stylish. 
Barbara Pope, the only woman |
among 48 Price Waterhouse
partners in Chicago, would not
comment on Hopkins specifically.
But she did say:  A partner
once subtly suggested that I might
look good with a Dorothy Hamill
haircut. That was in the ’70s, and
I had long hair and I probably
looked more collegiate' than
professional. The suggestion really
helped. It’s the kind of thing any
of us might do for each other. 
